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During the covid-19 pandemic, there were disturbances in the food systems which also caused challenges to the farmers in local supply chains of food. The farmers faced challenges in particular main areas such as changes in the outlets of sales, shortages of workers, balancing of food supply and demand, development issues, and other operational issues. Concerning the case study the overall marketing process will be discussed which can be followed by farmers in Quebec. Using the case study the type of marketing process which is being applied will be analysed.
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	Factors
	Elements
	Impact

	Political
	Transparency
	The positive impact of promoting transparency in the food industry is that it will 
· Allow customers to know when and where the food was grown
· Drive for sustainability and optimises the supply chain 

	Economic
	Inflation
	It will create a negative impact on the food industry in terms of-
· Rise in cost of labour
· Rise in cost of production

	Social
	Shortage of workers
	It will create a negative impact on the food industry by-
· Drop in the level of customer service
· Lower revenue

	Technological
	Automation
	It will create a positive impact on the food industry by-
· Increase in efficiency
· Reduced level of human involvement

	Legal
	Pay Equity Act, 2018 (Government of Canada, 2023)
	It will help to create a positive environment by bringing-
· Equality in the workforce
· Reduction in gender differences.

	Environmental
	Canadian Environmental Protection Act, 1999 (Government of Canada, 2023)
	It will bring a positive impact by-
· Guiding the choice of resources of the farmers for production
· Reducing the increase in emission of carbon in the overall environment.


Table No.1- PESTLE ANALYSIS of the Food Industry
(Source: Created by the Learner)
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	Strength
	Weakness

	· The food industry is one of the second largest manufacturers in Canada (Government of Canada, 2019).
· Companies under the industry, for example, Richardson International. has a diversified portfolio of brands and a wide range of product lines.
	· The food industry has a competitive environment which raises the stakes at every turn the companies take.
· There is a high risk of goods getting imitated that the company such as Saputo Inc. produces.

	Opportunity
	Threat

	· Companies within the food industry have a huge opportunity to launch a product range of health items to gain the confidence of health-conscious consumers.
· The companies can attract the attention of ethical chic customers.
	· The changing needs and increased awareness among consumers have led to increasing competition levels.
· Saputo Inc. can face threats from smaller local upstarts that can provide more value for lesser money (Saputo Inc, 2023). 


Table No.2- SWOT ANALYSIS
(Source: Created by the Learner)
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The farmers within the food industry have been facing difficulties in the pandemic period to adapt to the new environment, therefore Ansoff Matrix will be conducted. This framework will allow to gain strategies through which farmers can cope with the challenges.
Market Penetration: The farmers have been facing challenges of food demand, therefore they can focus on expanding sales of their existing product in the existing market (‌Clarissia, 2020). This is because the farmers are aware that their products are needed and the power it holds therefore they can stimulate the prices of the products as per the needs or demands.
Product Development: The farmers are also facing issues relative to sales and marketing therefore they need to focus on new ways to promote its product. This can be done by introducing the new product by making the customers within the existing market feel its necessity during the pandemic.
Market Development: It was found that around 40% of the farmers in Quebec shifted their distribution strategy. Thus the farmers can take steps to introduce the existing products in the new market to gain a new customer base.
Diversification: The farmers were able to cope with the challenges of the Pandemic through flexibility and redundancy (‌Hong et al., 2020). Thus, they can increase sales by introducing entirely new products into the new market specifically in a region where their products are mostly demanded.
Thus it is recommended that the farmers must try to use the market development strategy which is to promote the existing goods and services in new markets where it is mostly demanded. 
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Sell- During the pandemic period, the farmers should induce sales through online means as this will allow reducing human interaction. This will also help the company reach out to a wider customer.
Serve- The farmers need to ensure that the customers are getting additional benefits online and regularly inform them about new product development and give them appropriate feedback.
Sizzle- The farmers need to extend the products online by providing new propositions, new experiences and offers.
Speak- It is important to get closer to the customers and build good relationships with them so that in times of uncertainty effective communication can be shared with them to cooperate (Dimitrescu et al., 2019). The farmers, therefore, need to conduct online market research and make informal communications to learn about the needs of the customers. 
Save- Operating in the pandemic period is also very costly therefore the farmers have to save costs from the sales and marketing activities they will be undertaking. Thus, online platforms can be a cost-effective way to promote savings through “web-self services”. This way the farmers can give and get answers to queries through online content.
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Segmentation: The food industry of Canada is one of the second largest manufacturers and contributes huge profits to the economy of the country. In the food industry, Richardson International is one of the companies that segments its market based on demographic, and geography (‌Richardson International, 2021). 
Targeting: The company have been providing goods in over 60 sites in Canada both through online and in-store facilities. The company directly interacts with the customers through the company’s website and informs them about new product development or offers.  
Positioning: The food industry is one of the most competitive industries where firms need to compete with brands that serve identical products. Such as Richardson International will have to compete with firms such as Cenergie Groupe, BioFeed Disclamer and Timac Agro Canada (‌Richardson International, 2021). These are the companies that have been able to gain a large base of customers by adopting techniques of offers and benefits to the customers on making purchases. 
[image: ]
Figure No.1- Positioning of Richardson International
(Source: Created by the Learner)
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Product: The food industry of the UK offers products such as meats, beverages, candy and confectionery, dairy products, edible oils and margarine and baked goods. Such as Richard International has been offering goods such as canola for oils, margarine and sprays for home as well as industrial cooking. 
Price: In the food industry of the UK, Richard International sets the prices of the products based on a price skimming strategy (‌Ali and Anwar, 2021). The price level shifts according to the demand for the goods and services in the market.
Place: Richard International operates through online channels mainly through the website of the company. They also offer goods through physical stores and inform the customers about their brand through the website. 
Promotion: The food industry in Canada has grown by 6.2% in the year 2023 and amounted to £146.10 billion (Statista, 2023). Thus, the competition level in the food industry has also increased due to which Richard International competes with the rival firm by promoting their products using social media marketing.
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The pandemic caused huge issues to the operations in terms of sales, marketing and distribution of goods and services. Thus Porter’s generic strategies will help to visualise the most effective strategy that the farmers can use to mitigate the issues and operate efficiently. 
The cost leadership strategy: It is the strategy where the farmers will have to either reduce the costs to increase the profits while charging the same prices (‌Islami et al., 2020). The farmers on the other hand will have to lower the prices to increase the market share.
The Differentiation Strategy: While applying this strategy the farmers will have to differentiate their products and services from the rival firms by investing in research and development activities. The farmers have to invest in effective sales and marketing tactics so that the customers understand the benefits of the products being offered.
The focus strategy: In this strategy, the farmers will have to focus on a particular segment to fulfil their basic needs (Morgan et al., 2019). In this strategy, the farmers will either have to focus on reducing costs or differentiating their products. 
Thus from the above strategies, it is recommended to the farmers that in circumstances such as the pandemic, they need to focus on the core need of the buyer. The farmers therefore must use the cost leadership strategy as this will help the customers to get goods at lower prices and the farmers will be able to increase sales. 
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	Activities 
	Costs (£)
	Timeframe

	Market research
	200
	3 Months

	Digital  Promotion
	250
	4 Months

	Human Resource
	350
	6 Months


Table No.3- Budget for the farmers
(Source: Created by the Learner)
The farmers need to invest in market research which will cost around £200 and they need to give about 3 months as this will allow them to understand the current trends and technological advancement. The promotion of the goods and services should be done digitally which will cost around £250, this will help the farmers to connect to a wider section of the customers. Further, the shortage of labour was the main issue or challenge that the farmers were facing, thus the farmers need to invest in human resources. This will cost around £350 so that they can recruit talented pools of people who can operate flexibly during the uncertainty.  
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The farmers to understand or measure their performance in the pandemic period can make use of KPIs such as cost per action or CPA. This KPI will help the farmers to understand and visualise the costs they have been putting in to meet their goals (Heymann, 2019). This KPI can be used by inculcating the formula which is dividing the payments for conversions by the total number of conversions. This KPI will help the farmers to gain monthly data and examine the variations which have been created or occurred in the process. 
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From the above discussion, it can be concluded that the farmers need to invest their time and focus on developing effective marketing strategies. The farmers need to focus on digital or online platforms to market their goods as this will help them to get reach a wider base of customers. Thus, concerning the shortages of labour, the farmers need to invest in human resource functions to attract talented candidates. 
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